The data presented in this paper is used to examine the factors influencing students' online shopping behaviour and to identify the students' segmentation on the important factors. The survey was conducted in the Institut Teknologi Sepuluh Nopember (ITS) Surabaya, the biggest science and technology university in East Indonesia, with multicultural and diverse socio-economic students' backgrounds. The total number of population is 20448 students. Using Yamane's formula, a sample size of 393 students was surveyed online, and 83 of them experienced doing online shopping. A quantitative method with a descriptive research design was adopted to explore insights in the data related to the objective of the research. The survey data were analyzed by linear regression and hierarchical clustering. The conceptual framework of the variables are given, and reliability and validity have been confirmed. Data were analyzed with MINITAB and SPSS software.
a b s t r a c t
The data presented in this paper is used to examine the factors influencing students' online shopping behaviour and to identify the students' segmentation on the important factors. The survey was conducted in the Institut Teknologi Sepuluh Nopember (ITS) Surabaya, the biggest science and technology university in East Indonesia, with multicultural and diverse socio-economic students' backgrounds. The total number of population is 20448 students. Using Yamane's formula, a sample size of 393 students was surveyed online, and 83 of them experienced doing online shopping. A quantitative method with a descriptive research design was adopted to explore insights in the data related to the objective of the research. The survey data were analyzed by linear regression and hierarchical clustering. The conceptual framework of the variables are given, and reliability and validity have been confirmed. Data were analyzed with MINITAB and SPSS software. © 2019 The Author(s). Published by Elsevier Inc. This is an open access article under the CC BY license (http://creativecommons. org/licenses/by/4.0/).
Data
As shown in Table 1 , the survey was administered to 393 students representing the sample size used in the selected university (ITS). Among these numbers, 83 (21%) of them indicated that they have experience in doing online shopping. Meanwhile 310 (79%) respondents had no experience with online shopping. The analyzed data in this paper involved only information collected from respondents with experience of doing online shopping. Table 2 shows the distribution of the respondents based on their semester level. We see that the majority (86.8%) of the respondents were in the 5th and 7th semester. The rest (13.2%) were students in the 1st, 3rd and 4th semester. 
Specifications

Value of the Data
The dataset provides a significant contribution on capturing information about the students preference and behaviour in online shopping The dataset can be used to understand the market segmentation for online shopping in Indonesia, which is a fundamental and crucial information for online shopping providers The information in the dataset about factors influencing shopping behaviour can be used as a reference by online shopping providers (online marketplace) to improve their business strategy in order to attract a broader market The dataset can be further analyzed using more advance statistical analysis involving latent variables such as Structural Equation Modelling to generate more insight about direct and indirect factors influencing student's behaviour The dataset can be used as the basis to develop further experiments applying resampling methods due to small sample data provided. Table 3 describes the respondents' responses from those 83 students, where 41% of them are male students and 59% are female students, as shown in Fig. 1 . It basically shows that female students did shopping more than male students. Table 4 shows that most (58%) of the respondents did online shopping an average of one time in a month, 30% did online shopping two times in a month and the rest (12%) did more than two transactions per month. Table 5 presents the statistics of the respondents in more detail based on gender. We see that female students did shopping more than male students did. Based on the favourite online marketplace, the male students choose Tokopedia, Lazada and Bukalapak while female students mostly shopped at Sophee. Table 5 also revealed that the students spent mostly about 100000 IDR to 200000 IDR (the current exchange rate is 1 USD equivalent to about 14500 IDR). The male students mostly bought electronics (29%) while female students mostly purchased fashion (63%).
Based on the dataset, we can perform cluster analysis to identify the segmentation of the students. Fig. 1 depicts a dendogram created by using complete linkage with Euclidean distance measure. It provides cluster members depending on the number of clusters. Fig. 2 shows of boxplots of the segments assuming that we perform three clusters. In most cases, cluster 1 and cluster 2 relatively have similar characteristics (see also Table 6 ). Therefore, there might be only two clusters of students with significantly different characterstics. This fact is supported by the summary statistics in Table 3 . Table 7 presents the output of multiple linear regression analysis to investigate the factors influencing the online shopping behaviour. The hypothesis to be tested is as follow: Ho: There are no variables influencing online shopping behaviour.
We see that the ANOVA produces P-value of the regression ¼ 0.000, which is less than 0.05 significant level. This leads to the rejection of the null hypothesis, meaning that at least one of the predictors significantly influences the purchasing behaviour. The R-square is 47.26%, meaning that the predictors have an effect of 47.26% on onine shopping behaviour.
The coefficients in Table 8 show the individual effect of each variable. We see that the P-values of POR, EJY, SIF and OAD are less than 0.05 significant level. This means that the purchasing behaviour is significantly infuenced by the perception of risk (POR), enjoyment (EJY), social influence (SIF) and online advertisment (OAD). Meamwhile, two other variables, i.e. trust and security (TAS) and quality of website (QOW), did not significantly influence the online shopping behaviour (see Table 9 ).
Experimental design, materials, and methods
Institut Teknologi Sepuluh Nopember (ITS) was selected in East Java, Indonesia. The total number of students is 20448 students. Using Yamane's formula of Yamane [2] with 95% confidence level, three hundred and ninety-three students were selected as the respondents. The students were selected randomly by sampling the student registration number, assuming that the students are homogeneous on their perception and understanding about online shopping behaviour. Furthermore, the students were asked to fill in the online questionnaire through the provided link. The data presented in this paper is focused only on the students who experienced online shopping. Among those 393 students, there were 83 students who did online shopping. The research was conducted according to and complies with all regulations established in the ethical guidelines by the ITS Research Ethics Committee in the "code of ethics". All participants provided written informed consent.
The questionnaire was made following the conceptual framework of Moshref et al. [3] , as can be seen in Fig. 3 . The questionnaire comprises students characteristics and their perceptions on online shopping behaviour with a Likert scale (strongly disagree (1) e strongly agree (5)). The perception variables were measured for online shopping behaviour (OSB) as the response and six predictiors, i.e. perception of risk (POR), trust and security (TAS), enjoyment (EJY), quality of website (QOW), online advertisment (OAD), and social influence (SIF). The list of questions (indicators) for each variable can be seen in the labels of the SPSS file for the corresponding variable. Mean of each perception variables are given in the data for the sake of building regression model. Validity and reliability of the data are confirmed by the test, as can be seen in Table 10 and Table 11 , respectively. All reliability indicators are greater than 0.5 indicating that the data is reliable. 
Policy implications
The data revealed that the students' online shopping behaviour is significantly influenced by the perception of risk (POR), enjoyment (EJY), social influence (SIF) and online advertisment (OAD). Considering the fact that students are a potential market, the online marketplace should put more focus on those variables. Market segmentation is also important to formulate an efficient marketing strategy. To this end, the data presented in this article is useful for further comprehensive analysis.
